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can be justified for certain cases, such as a store that has different 
bargains every week, this daily action is impracticable for large 
industries and banks. 
William T. Dunn says in his book "Practical Public Relations 
in Banking'' that the banker must recognize that the maintenance of 
good public relations should be a permanent process and continue 
through the years as an integral phase of the bank's operations. "The 
banker should plan his public relations as a permanent part of his 
operations and integrate all of the phases of his public relations 
efforts into the normal operation of his bank so that public relations 
will be just as much a part of his daily functions as accepting 
deposits and making loans. 111 
Public relations and a d vertising success are generally built 
on a long rang e projection of g ood ideas. 
Large American companies like General Elect ric, DuPont 
etc. reject short term policy and plan for the future because they 
understand that today p ublic confid ence and g ood will are vital to 
their g rowth. Winning public confidence and good will is not an over-
night job. This has been understood during recent years by most of 
the important banks in the Unite d States and around the world. They 
1Practical Public Relations in Banking by William T. Dunn. 
The Bankers Pub lishing Company, p. 2, Cambridge, Massachusetts, 
1950. 
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understand that the building of confidence begins with the d evelop-
ment of a bankrs corporate personality. Banks have to impress 
their personality on the public 1 s consciousness. This personality 
or character of an institution has to be crystallized and simplified 
in order to utilize the g reat forces of repetition and red undancy to 
better advantage. The latter afford for a deeper penetration into 
the psyche of the general public. 
To establish a public relations or advertising campaign for 
a bank and to attempt to introduce a basic theme for its program, 
the public relations expert has to study: 
a) The Philosophy of His Bank - That is, the 
. methods used by the bank to win the respect 
of the public and make the public prefer his 
bank to others. 
b) The Bank1 s Objectives - These objectives 
vary and differ from country to country and 
from bank to bank. 
c) The Requirements of the Public - In order 
for the public relations expert to determine 
the banking requirements of the public and 
have the bank attempt to satisfy them, he 
must first of all study the business 
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philosphy of the bank f o r whom he is working. 
In this way he can ascertain the business 
objectives of the bank and see whether they 
are well c orrelated with the needs of the public. 
rCHAPTER I 
CHAPTER I 
WHY ARE PUBLIC RELATIONS SO IMPORTANT? 
"Corporate Public Relations means keeping management 
informed of changes in the opinions of its various public stock-
holders, employees, customers, suppliers and government. It 
also means counseling management as to the impact its action 
or lack of action will have on the opinion of these publics. O nce 
a corporate d ecisioi?- has been taken Public Relation's Job is to 
communicate this information in the best and most favorable man-
ner to the company's publics''. 2 
Two important functions of a public relations man are: 
counsel and information. 
To be able to counsel the management, the P ublic Relations 
man has to be able to interpret the feelings, the attitude of the 
company's publics. The Public Relation function is really a two-way 
information function. 
Why d oes the United States business man or corporation 
spend $2 billion a year on Public Relations and is expected to spend 
much more in the near future? Why are we assisting in the 
spectacular development of this field? Why, in the very short space 
of 25 years, has the need f or and the practice of public relations 
g rown to the point where today Public Relations is consid ered an 
integ ral part of the superstructure of United States companies? Why 
this enormous development throughout the world? Why this growing 
interest of bankers? 
2 A special report on Public Relations Today, "Business Week ", 
July 2, 1960, p.41. 
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Why all this interest for public opinion and public attitud e? 
Why did most businessmen become so sensitive to the impact of 
public opinion as it affects the success of a company? 
For most companies it is not only a question of increasing 
profits, but it is above and beyond that really a question of survival. 
Modern life has been evolving very rapidly. Public opinion becomes 
every day more important and of g reater concern to corporat ions. 
7 
Why Are Banks Interested in Public Relations? 
Interest by banks in this field is relatively recent and may 
fin d its origin in historical fac t s. O n March 6 th, 1933, President 
Roosevelt ordered all banks in the Unite d States to close their 
doors. Le d by New York, stock and commodity markets closed 
in all major cities. Business across the U.S. A. came to a stand -
still. The tremend ous lack of popularity of banks in the public e y e 
created the need in the banks' own eyes to improve their relations 
with the public. 
Banks realized that they had to g et better understand ing and 
a climate of friendliness between them and the general public 
customers and non-customers. 
They felt the absolute necessity: 
- to create a more favorable c limate towar d them 
among influential people in the community suc h 
as business and civic leaders, leg islators ... etc. 
- to maintain favorable opinion of the bank among 
businessmen, making them aware of the n ational 
and international service of the bank. 
- to educate people in the community how the bank 
services help them as ind i v iduals . This refers to 
the information and teaching role of hanks .. 
- in general, to create a background for loan 
and calling officers dealing with business 
throughout the country. 
Since 1933 there has been slow but continuous progress 
in the field of public relations. The real jump dates from the 
end of World War II. Since then most banks have acquired a 
public relations department and are involve d in a continuing 
effort towards coordina ting , directing and controlling the community 
relations, publicity and advertising and other public communications, 
very often under direct supervision of the companyt s top exec utive. 
Two World Wars have changed the traditional concept of social, 
political and economic values as separate entities and merged them 
into a very broad and new frame of reference from which the func-
tions of public relations originate. Business now operates under 
completely new rules. "Business is business - the public be damne d '' 
is an obsolete attitud e no longer applicable in the t ime in which we are 
now living. Corporations have had to forget their old concept of 
maximizing profits by production and adopt a policy of improving 
their business by application of a policy o£ social responsibility. 
"The public be served" is the new outlook of business. Businessmen 
had to take on new roles as educators, philanthropists, enlightened 
employers or community citizens. The new goals are no more to 
make as much money as possible. 
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The fast expansion of communications through media have 
also increased the importance of public opinion. This means 
that every company action can be spread before millions of eyes 
in a matter of minutes. It implies the use of good communication 
experts. As an expert communicator, a Public Relations man 
plays a unique role in the flow of communications between the busi-
ness community and the public. 
All this explains why progressive businessmen and dynamic 
leaders are looking more and more towards Public Relations. 
It d oes not explain completely why banks are interested in 
Public Relations or why in a way they should have to be more 
interested than other business firms. 
However, the general opinion is that banks have allowed 
their public relations programs to lag behind those of other se gments 
of the industry, and that bank public relations departments have not 
been allowed in the past to match the progress shown by other 
departments in the banking industry. 
Until now the lead in the field of public relations has not been 
in the field of banking but belongs to large industrial corporations, 
such as General Motors, Ford Motors, airlines, Bell System, and 
others of like caliber. Signs of change are already perceptible in 
large banks as public relations departments are dramatically growing 
in importance, correlative wi th the sizeable increase in retail banking. 
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I believe the reasons for this apparent delay in the develop-
ment of public relations activities by banks has a number of differ-
ent origins: 
l. Banks were late in entering the field and when 
they did, they did so on a crash basis. Sihce 
then they practiced a defensive rather than an 
aggressive policy which limited the public 
relations activities in their scope and re d uced 
their effectiveness. Generally speaking, it was 
not until this last d ecade that banks endeavored 
to improve their image. 
2. Banks, in contrast to industrial firms, do not 
sell manufactured good s, only services. 
Unfortunately, they did not realize that public 
relations is of greater importance when intang i-
bles are involved. Therefore, for a long time, 
they did not understand the real need for 
''public relations thinking'', and believed that 
money spent for such purposes was wasted money. 
The effect of good public relations can be seen in 
a much more tangible manner by industrial firms 
than by banks, simply by the better public accept-
ance of their g oods. 
3. It was until a few years a g o, that banks 
obtained the major part of their profits 
from d eals with large contractors, larg e 
loans, large investments, international 
trade with foreign banks, and were there-
fore less sensitive and less susceptible to 
public opinion. Consequently, they were 
not anxious to enter into - for them an 
unknown and , as yet unimportant - field 
of public relations. Public reactions could 
not have too much importance in determin -
ing the company1 s profits. Today, however, 
retail banking has pushed banks into a very 
competitive market and as a result they have 
become much more aware of the weight of 
public opinion in their strictly financial trans-
actions. 
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4. Social conditions were also vastly different 20 
and 30 years ago. Twenty and thirty years a g o 
banks were used mainly by individuals a nd 
entities who d ealt in large sums of money - -
the savings of an average middle class 
family were put into a jar in the kitchen. 
Today in America, practically every work-
ing person, from an executive to a file 
clerk, has a checking account. And this 
change has naturally also affected the 
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attitude of banks towards people and vice 
versa, of people towards banks. Consequent-
ly, the sum total of a bank's relationships 
with its thousand s of customers, be they 
depositors of a hundred or a thousand d ollars, 
has increased tremend ously , and today forms 
a much g reater percentage of a bankLs finan-
cial transactions. 
5. Banks have always been directed by a ruling 
spirit slightly different than that of ind ustrial 
companies, which could be called "conservatism". 
In their opinion the use of public relations was 
und i gnified for them. They did not feel the need 
to make any effort to call attention to themselves 
i n a favorable manner. They were reluctant to 
do what other bankers still call "showmanship'' 
or "circus" because they considered it to be lack-
ing in g ood taste. 
.L3 
6. Banking industry traditionally has favore d 
. secrecy which, if necessary as regarding 
the relationships with their customers, is 
certainly not necessary or suitable in the 
relations which as an institution the bank 
should have with the general public . Banks 
have very often been confused and mixe d 
these two approaches of secrecy on the one . 
hand and public ity on the other hand. 
7. Those banks which have initiated publicity 
campaigns through newly institute d public 
relations departments, still in many cases 
lack org anization as to clear - cut lines of 
communication, a uthority a nd responsibility 
for administering public relations functions. 
Ofte n , the efforts of d ifferent departments 
ove rlap and there is no central coordination, 
often resulting in unev en and more expensiv e 
enterprises with the consequen ce of lack of 
effectiveness. 
8. In actual practice in many banks, public rela-
tions p olic ies and procedures are decided, it 
seems, by men without the proper back-
g round and qualifications for making 
these decisions. Very often, by their 
basic propensity towards conservatism, 
bankers are not inclined towards public 
relations and understanding the broad 
generalities of human behaviour and 
social science. Their efforts are 
concentrated on particular skills, inter-
ests and lines of activity which are base d 
on a more exact science. This lack of 
predisposition and awareness creates a 
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kind of hesitancy and fear, which frequently 
prevents bankers from giving too much 
information and from having broad contacts 
with the general public. 
Bank management has always recognized that it takes time, 
ability and hard work to produce a good credit man, a good bookkeeper 
or a good investment man. But strangely enough, the same manage-
ment may not feel the need to enlist the services of someone who 
thoroughly understands public reactions, i.e. it cond ucts its policies 
without the advice or counsel of a public relations specialist, who by 
essence is the liaison between the bank top executive and the public. 
The task of informing the public about its credit services, its loan 
facilities, its investment ability and bookkeeping accuracy is 
left in the hands of persons who are not only unskilled in the 
science of public relations, but who are also by nature often 
antag onistic toward the principles on which g ood public rela-
tions are based . 
15 
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What Do Banks Expect To Gain From Public Relations? 
Public relations are very important for banks and may be 
more important for them than for other industrial firms, because 
banking begins with public consent and exists by public support: 
1. People give banks the right to do business through 
Government Charter. At present there is no immedi-
ate anticipation or fear for the nationalization of bank-
ing business in the United States. However, there is 
always a premonition that this may change in the 
future. 
2. People set the ground rules under which a bank must 
operate - through government laws and regulations. 
It is not a secret that banks are limited in their 
exploitation of business opportunities by state and 
federal laws and that very often under the pressure 
. of other banks and public demands, bank regulations 
are changed or new provisions are created. 
3. People supply the banks 1 11 raw material'' at one end of 
the line by making money available to them, and buy 
the finished product, i.e. , the facility of obtaining 
loans and financing, at the other end. The public buys 
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what it provides. This is really a 
peculiarity of the banking business, 
which renders good bank relations with 
the public not only necessary but of vital 
importance for the bank1 s survival. 
4. People determine the bank1 s growth and 
earnings through the extent of their use 
of the various services offered. It is a 
daily necessity for people to buy some 
kind of natural and manufactured products, 
but it is certainly not a question of death 
or life for the public whether it buys the 
bank's services. 
5. All banks offer the same product, i. e. 
money, and by banking laws and regulations 
there is an overall uniformity in rates. 
This leaves a relatively small field of action 
where competition can have a free hand - and 
this field of action is in the services which 
each individual bank offers. Banks vie for 
customers through the personal approach. 
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Only the individuals choice to favor the 
services of one bank over those of 
another determines the growth and suc-
cess of a bank. The individual will 
choose a bank according to the conveni-
ence and benefits it offers him. 
6. The convenience and benefits an individual 
may obtain from the services are basically 
intangibles, based on innumerable unknown 
factors of the individual. Therefore, this 
statement can be summarized by asserting 
that a bank 1 s existence, more than the 
existence of any other business enterprise 
depends on the attitude of people towards 
the bank: employees, stockholders, 
customers, people i n the community in 
which a bank operates, p eople in the govern -
ment, people in the press. No other field 
of activity exemplifies more clearly 
Abraham Lincolnts statement: 11 Public 
sentiment is everything: with it, nothing can 
19 
fail; without it, nothing can succeed ''· 
To get this public acceptance and support, the vital importance 
of good communications, especially in the field of banking , must be 
explained and underlined because of: 
a) The increasingly complex structure of business in general 
and of banking in particular and its growing remoteness from people. 
b) The development of a vast and intricate network of mass 
communication with its insistent d emands for more and more informa-
tion. 
c) The increasing G overnment supervision of, and investiga -
tion into, business practices - especially in the case of larg e banking 
enterprises (law anti-trust). 
d ) The int ensifying competition hetween banks which is forc-
ing them to pay more and m ore attention to public opinion and to culti-
vate public support actively. All banks have aggr essive competitiors 
conducting well-organized efforts to win public support. In or d er for 
b anks to hold their own comp e t itive position and stay in business they 
must exploit all their public relations opportunities, and even c r eat e 
new ones, and capitalize on all the benefits the public may ob tain 
from their services. This requires a carefully p lanned, highly 
coordinated long -range program designed to create and maintain 
f avorable impressions of the bank in the public mind . 
C HAPTER II 
CHAPTER II 
BOW DO BANKS ORGANIZE FOR PUBLIC RELATIONS? 
Good public relations is a simple technique when applied 
to dealings and relations between individuals. It becomes complex, 
however, when we attempt to apply its principles to business organizations 
and their multi-faceted relations with various publics, i. e. employees, 
customers, stockholders, community groups, government authorities, etc. 
Two Jobs of the Public Relations Officer 
The role of the public relations officer should be considered fro m 
two different and important angles, i.e. in a personal capacity as a 
counsellor to and communicator on behalf of the executive, and as head 
of the Public Relations Department. Both these functions are discussed 
hereunder: 
(1) The Public Relations Man as a M ember of Top Management is 
a Counselor and Communicator. 
" A top executive is a high level member of the management 
family whose work is largely in the area of decision making and policy 
formation. H is capacity is such that his judgement, perspective and 
skill in properly delegating responsibility will weigh heavily in the long 
term success or failure of the business." 3 
3 Fortune editors -"Who are the Executives ? 11 -Survey made 
by Fortune in 1958. 
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"Public relations is the management function which evaluates 
public attitudes, identifies the policies and procedures of an individual 
or an organization with the public interest, and executes a program of 
action to earn public understanding and acceptance. rr 4 
A bank's public relations policy can be expressed very simply: 
to see that the right things are done, and that they are explained in the 
right way. 
The clear implication of these definitions is that Pll;blic Relations 
is a management function. 
The chief exeClJ.tives formulate the policy, the public relations 
officer evaluates the public attitude, and in a manner which aims at being 
received favorably by the public, identifies and elucidates the policy and 
procedures of the company. 
This interrelation shows very clearly how close the relation-
ships between the bank's top-executive and the officer in charge of the 
bank's public relations have to be in order to be functionally effective. 
There is hardly any policy decision or administrative action that 
does not have some public relations aspect. If a public relations program 
is to be fully effective, it must start at the top and be closely integrated 
with management operations right down the line ; Nobody in 
4Public Relations News - Cutlip, Scott, M . and Allan H. 
Center - Effective Public Relations, Englewood Cliffs, New Jersey, 
Prentice Hall (1952 - 58). Second Edition, P. 5. 
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a large American bank works harder at public relations than the Chairman 
of the Board and the President. They are public figures by the importance 
of their positions in the financial world, and this fact is used at every 
instance to promote, by means of announcements to the press, etc., the 
image of the bank . 
. a). The Public Relations Man as a Counselor 
Public relations means doing the right things. In other words, 
good performance is the indispensable first step. No amount of slick 
publicity can ever replace sound management policies in building a solid 
foundation of good will. Conversely, no wizardry of words will ever 
succeed in the long run in ' covering up' poor management policies. The 
intrinsic value of a bank to an individual, or firm, or community is the 
ba.ckbone of public relations, i.e. the foundation on which good public 
relations can be built. 
The public relations man's prime function is to counsel the 
chief executive on any kind of problem that could effect the " corporate 
image'' of the bank and its various publics. Therefore, to be able to 
fulfill :his functions, he has to report immediately and directly to the 
chief executive and in turn be backed and helped by him. 
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b). The Public Relations Man as a Communicator 
Public relations also means explaining your good performance in 
the right way. He will try, with the public relations specialist of his 
department to explain the Bank's policies and programs to the various 
public through mass media communication chann~ls: the press, the radio 
and television and incidental communication opportunities, such as 
speeches; booklets, films, meetings 1 etc. 
(2). The Public Relations Man as Head of the Public 
Relations Department 
The public relations man is an expert, that is to say 
"staff people" as opposed to t'line people", and he is ilLdir:.ect 
line of authority O'r chain of command, and is occupied with the daily 
business of production, the realization of the immediate objectives 
of the company. 
Generally speaking, the authority of 'staff people' is 
limited to recommend, advise and assist other departments. 
They exercise direct command of their own department or in special 
cases, other departments by delegation of the top executive. 
The internal set-up of a public relations department differs 
of course from bank to bank according to its size, location, number 
of branches, national and international character of its operations, the 
kind of business it handles, the type of customers it has, the goals of 
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its publicity, etc. 
A large American commercial bank has organized its public 
relations department into six basic units of activities: 
1. Press Relations 
2. Community Relations 
3. Editorial and Publication Services 
4. Public Affairs 
5. International Public Relations 
6. Special Projects 
All of the above sections concentrate their efforts on a 
particular field of activity, and the officers of each section meet once 
a week to discuss the functions and operations in progress of their 
particular field. 
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l. Press Relations 
The job of this unit can be summarized very simply 
"To see to it that the bank gets as much g ood publicity and as 
little bad publicity as possible. 11 
Opinion Research Corporation conducted a study for 
a bank recently and stated in the report of its findings 11 There 
is ordinarily a marked correlation between the degree of 
familiarity with a business enterprise and people's feeling of 
favorability toward it. Thus a premium is placed on becoming 
well known, on the premise that those who know well think well 
of you. 11 
The most efficient tool for making a bank well known 
includes the full use of both advertising and publicity. Each can 
do some things that the other cannot do. 
Publicity has generally more impact than adver t ising and 
certainly creates a more lasting impression. The credibility of 
publicity is much greater than the credibility of advertising. 
There are two reasons for this: 
1) People may distrust what an organization 
says about itself merely because the 
org anization pays for these comments. 
26 
2) Despite the best efforts of advertising copy-
writers, the public has a habit of not read-
ing many ads in newspapers and magazines 
and not paying too much attention to televi-
. sion commercials. 
However, advertising has some advantages over publicity. 
One of these advantages is that in an ad you can say exactly what 
you want to say at the time you want to say it with the complete 
assurance that it will be printed in the manner d ecided upon. 
To accomplish its objectives the press relations unit uses 
four basic approaches: 
l) It writes and distributes news releases about 
the bank and its activities to all available 
media. A bank may distribute a news release 
to as few as 25 or as many as 250 press people 
depending upon its subject matter. According 
to its size and its activities a bank will elect 
to use for its publicity purposes the local press 
or the national press as well as availing itself 
of newspapers, magazines, and radio and tele -
vision stations throughout the world. 
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Banking magazines here and abroad 
constitute a particularly important special 
outlet for news about banks. Banks often 
send press releases to trade publications 
in fields other than banking which they 
believe will be of interest to them, and 
carefully avoid sending a news release to 
an editor or writer which is unlikely to 
have any interest for him. The Financial 
Editor of The New York Times recently 
said that on a typical day he receives more 
than 2, 000 news releases. As a rule he is 
not able to use more than 75 or 100 of these 
news releases even though he has more 
columnar space to fill than almost any other 
financial editor. 
2} It suggests feature article possibilities to 
editors and writers and makes available to 
them as much data as possible to assist them 
in developing these articles. 
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3) It arranges and acts as a control for press 
interviews with bank people. For example, 
sometimes reporters will request interviews 
with certain bank officers and at other times 
the press relation section will suggest inter':"' 
views to reporte rs. 
4) It handles requests from the press for informa-
tion, comments and general assistance. 
B anks receive numerous calls from the press 
requesting information about the particular bank 
or about some other financial question. If the 
press relations section is not able to answer 
immediately, they will call the reporter back or 
arrange an interview with a person who is quali-
fied to supply the desired information. 
The purpose of the foregoing activities is the establishment 
of harmonious working relationships with editors and writers to enable 
the bank to be favorably and effectively presented to the public. 
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2. Community Relations 
If Public Opinion is the most important force affecting 
banking, the main objective of banks is to earn public confidence 
and to aid in the development or improvement of the community. 
This policy has to be based on the sincere feeling that the 
community and its people are important to banks. 
Banks understand that their community activities result 
in finer communities with better educated people, more jobs, bet-
ter living conditions and consequently, better qualified employees. 
This, too, results in more business for the bank. 
Banks also realize that because of their special functions 
of a quasi-public service they have social and moral responsibilities 
which extend beyond the basic motivating factors in community rela-
tions. 
The main purpose of this section of the Public Relations 
Department is to assist the bank in achieving status as a good citizen 
in its support of social, educational and civic organizations which 
benefit the community. 
Banks donate large sums of money to colleges and universities, 
the members of whi ch may very well be the bank's future clients, 
officers and employees. A committee is usually set up which takes 
care of the allocation of such funds in the United State s as well as abroad . 
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This section plans the community programs and activities 
of the various branches of the bank, such as the opening of new 
branches, etc. It also includes among its activities the bank tour 
programs which usually consist of a team of 12 girls who relate the 
history of the bank and its quarters to visitors, clients, friends and 
the general public. They are also bank hostesses part time. 
A money museum, exhibits and generally all planned pro-
grams to improve the relations of the bank with the community are 
the responsibility of this section. 
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3. Editorial and Publications Service 
This unit is primarily concerned with writing news articles, 
feature stories, 1'1employee publication'' or ''House Organ'', reports 
to the stockholders and generally all booklets, pamphlets and 
brochures for employees and present and potential customers. 
The employee publication fulfills a special purpose in help-
ing the Bank in its .primary objective: the employees. 
The employee publication has two immediate objectives: 
1. to make the point that the Bank is a good employer and 
2. to keep the employees well informed about the Bank. 
If the employee publication is a success, it will help the 
Bank in decreasing turnover and absenteeism and in increasing 
productivity. This is based on the assumption that if the employees 
are well informed about bank policies, procedures and services and 
know what is going on they will have a better understanding and atti-
tude towarcs the company. 
The most important element is the element of •·•Truth'·'. 
Employees have to be told about good as well as about bad news 
concerning the affairs of the Bank. This will engender the feeling 
that the Bank does not withhold any news from its employees and that 
all news is presented to them in an objective manner. 
4. Public Affairs 
Recently large banks as well as many other important 
companies are beginning to realize the important role the 
government plays in the lives of their employees as well as in 
their corporate existence. 
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In the past business people generally have not participated 
in politics and have remained at least overtly indifferent to public 
issues. The current tendency is for companies to encourage their 
members and employees to take an interest and active part in. 
political questions. 
Needless to say, the rights and privileg es we enjoy in our 
democratic way of life :;.n u s t be maintained. This, of course, 
implies the need for individual responsibility to sustain and nurture 
these freedoms. We cannot have a government of the people and 
for the people unless essentially we have a government by the peo -
ple , and this means a public which interests itself and engages it-
self in the political affairs of the day. Therefore, to foster this 
new policy of social responsibility, Banks have established a section 
entitled "Public Affairs" in their Public Relations Department. 
The purpose of this section is to stimulate its entire staff 
to think and act as responsible citizens and to take part in the 
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communal, civic and political matters that are of current interest. 
The purpose of this program is not to endorse any particular 
partisan legislation, political parties or politicians. It also does 
not wish to create a pressure group to favor banking interests. It 
is merely an effort to increase individual responsibility for political 
awareness and social responsibility in seeing that capable men and 
women are elected to office and in increasing the support of measures 
which will benefit the general public. In pursuing this policy of 
responsibility banking managerial personnel not only believe it will 
benefit the nation, the community, and the ind ividual, but, in addition, 
the participation of banks in political and governmental affairs should 
give banks increased prestige in the community. 
To accomplish its purpose the Public Affairs Section does 
extensive research. For example, it continually studies legislative 
and political trends and developments . In a ddition, it serves as a 
source of information concerning important governmental legislation 
which has been enacted, the contents of which may be of interest to 
members of its staff. It also collects data on business and personnel 
measures in which the managerial personnel may have an interest. 
In addition to the foregoing, this section also does the follow-
ing: 
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l. It counsels and assists the staff in participat-
ing in political and community affairs. 
2. It maintains voting records of legislators on 
major le gislative proposals. 
3. It cond ucts citizenship seminars. 
4. It informs staff and management about g overn-
mental affairs throug h publication of Public 
Affairs bulle t ins and such o ther media as the 
"house organ'''· 
5. It interprets th e banlc.1 s policy on participation 
in political and community affairs to members 
of the staff as far as their participation in these 
matt ers are concerned. It also alerts manage-
ment to recognize, commend and encourage 
other desirable employee achievements and 
activit ies. 
6. It s p on sors p rog rams to promote political party 
financial support. 
7. It views all its contacts and banldng activities as 
a source for providing information to other banks, 
industr ial or ganizations and educational institutions. 
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It also actively participates in the affairs of 
the business community and in trade associa-
tion programs in order to improve the busi -
ness climate. It intends to do this by attempt-
ing to affect the promulgation of sound business 
legislation; by participating in legislative and 
governmental conferences affecting business; 
by taking part either as a speaker or panel mem-
ber in public affairs seminars and conferences 
sponsored by educational and business organiza-
tions such as the United States Chamber of C om-
merce, Graduate Schools of Banking, etc. ; by 
maintaining a liaison with important political 
figures and political organizations; by welcoming 
visits to the bank of important legislators and 
governmental figures; by encouraging bank 
management to express their opinions to legislators 
and legislative committees, especially on business 
subjects on which they are particularly qualified to 
express such views. 
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The foregoing program has resulted from the increasing recogni -
tion of the growing importance of the business entity in its impingement 
on the social and political scene. We are all cognizant of our individual 
citizenship. However, the business institution is in effect a 
"corporate citizen'' and as such has a collective social responsibility in 
influencing and preserving democratic ideals. The bank, which is an 
example of corporate citizenship, in helping to further democracy also 
augments its prestige and status in the public community. 
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5. International Public Relations 
'·'The next decade will be one of greatly expanding participa-
tion by American business abroad.'' 
- David Rockefeller - President of the Chase Manhattan Bank.· 
The grandson of the man who engaged Ivy Lee, called 
" the father of public relations'", to improve the public 1 s attitude toward 
the Rockefeller family is keenly aware of the importance of public rela-
tions in the bank's operations. Ivy Lee, . 1877-1934, son of a Georgia 
minister and Princeton graduate understood at the beginning of the 20th 
century that the business policy of secrecy and silence was failing. He 
concluded that in order to be understood corporations must become 
articulate; open their books; and take their case directly to the people. 
A great deal of his success is due to the fact th at he explained to all his 
prospective customers that secrecy is the cause of suspicion. Lee is 
the author of the "'Declaration of Principles'' which was to have a pro-
f ound influence on the evolution of press-agentry into publicity and 
publicity into public relations. He was the founder of one of the first 
public relations firms in the United States and in the world. As bank-
ing services develop and become increasingly complex and with their 
extension into relatively undeveloped areas of the world, 
Mr. Rockefeller believes it is extremely important that the part that 
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banks play in the international economy be effectively communicated. 
This communication will provide a favorable climate in which to 
expand banking operations. 
He feels that the creative efforts which have been employed 
by public relations, advertising and marketing experts in presenting 
the bank to the public are vitally important and should be reenforced 
in light of the intense competition which now prevails in the banking 
field. 
In the past few years very large American and principally 
New York banks began to realize two things: first,that their growth 
on a national basis was largely circumscribed by law; and second, 
with the increasing growth and self-sufficiency of the banks around 
the country it was very likely that the role of New York banks as 
correspondent banks would tend to diminish. However, concommitantly 
they came to the realization that because of their size, experienced 
personnel and accessibility to overseas operations, they were uniquely 
equipped to extend their operations into the international field. This 
new trend has been evidenced, of course, in the establishment of new 
f oreign branches and/ or in the purchasing of interests in foreign banks. 
The field of public relations is not limited to the national or 
domestic scene. It has been especially resourceful in creating new 
horizons for business in the international banking field. For this reason, 
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some banks have set up an international unit in their Public Relation s 
Department which operates under the supervision of the Public Rela -
tions officer who assists the international division in its public rela-
tions~ This field of activity is the most avantgarde function in public 
relations in American banks, and therefore it will be of interest to 
explain its range of activities in greater detail. 
Local, or national, public relations aims to convey an 
image of the bank. International Public Relations takes on the addition-
al responsibility a bank assumes overseas as a representative of the 
government in an almost diplomatic role. The reason for this is that 
United States overseas banking branches - whether they choose to 
assume this responsibility or not - represent American business poli-
cies and consequently are business ambassadors in foreign land s. And 
the goal of promoting good-will between people of different nations on 
a business level is left in the hands of the international public relations 
unit of a bank. 
International public relations in banking, with its goal of 
achieving a better interpretation and understanding on a business level, 
has three basis motivations: 
1. To promote the scope and quality of the inter-
national operation to the United States public 
and industry through all channels of communi-
• 
• 
• 
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cations in order to predispose individuals 
and industry to transacting their international 
business with that institution. 
2. To promote the scope and quality of the inter-
national operation to industry and the public 
3. 
in foreign countries through all channels of 
communications in order to predispose 
individuals and ind ustry to transact their inter-
national banking business with that institution. 
To work in close cooperation with the United 
States State Department and Information A gency 
in the implementation of United States foreign 
policy in each particular country over seas 
thereby becoming private business ambassadors 
of the United States government. 
Some G oals and Ways of Achieving Them: 
l. To promote the bank as an excellent international 
organization particularly knowledgable in foreign 
business so that national customers will use this 
particular bank in their foreign business. This 
is done via constant publicity items regarding 
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events in countries where the b ank has branches 
and/ or is undertaking certain economic enter -
prises; by d isseminating success stories of ove r-
seas operations; by pamphlets ; d isplays; movie 
pictures; exhibiting wherever p ossible; by informa -
tion given to individuals , etc. Other means of mak-
ing the international facilities of a bank known is by 
interviews, meetings and person to person contacts. 
2. To a dvise and help overseas branches set up a 
community press and public relations pro gram to 
promote the image of the bank as offering the great -
est facilities both for local business in those 
countries and for international business. This is 
done via the regular public relations channels of 
p ress, radio and television. The basic i d eas for the 
news releases originate in the head-office, although 
the sugg estions may come from the branches. 
3. To cooperate with and operate in line with the policies 
set up by the United States Government toward each 
individual country and to emphasize the strongest 
affinity. In order that this may be accomplished, the 
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public relations officer often contacts people 
in the State Department in order to be fully 
informed on specific d etails. Furthermore, 
when visiting a foreign country either for the 
purpose of opening a new branch or preparing 
the field for a visit from the President of the 
Bank or the Chairman of the Board or for any 
other special event, one of the first things that 
the travelling public relations officer does is 
to get in touch with the United States Embassy, 
Consulate and / or United States Information 
Service in order to obtain background informa-
tion for the effective accomplishment of the 
preparations. 
4. To coordinate the promotional activities of over-
seas branches with local events.. For this, the 
public relations officer in charge of international 
public relations keeps in constant touch with all 
foreign branches as to forthcoming events in 
which the bank may participate. Information, 
suggestions and recommendations by branch 
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managers are studied, and if they fall in 
line with the general public relations 
policies of the bank, the green-light is 
given. 
5. To obtain maximum cooperation from home 
office officers traveling to overseas branches. 
The public relations officer handling interna -
tional public relations not only tries to inform 
such an officer of all important d etails, but 
may also advise him on the best procedures 
and, in addition, make specific recommenda-
tions. 
6. To inform overseas branches of head-office 
activities with the press and radio and televi-
sion networks. These items of information 
may often be of interest to a specific branch 
for a particular local reason. 
7. To plan and supervise programs for overseas 
dignitaries and customers visiting the home 
office. This may include anything from 
organizing luncheons and cocktail receptions 
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to arranging meetings with people such 
dignitaries may be interested in meeting. 
By means of these top echelon talks a 
great deal of useful information is inter-
changed by all. 
8. To participate in meetings, conferences 
and other civic, cultural and social events 
outside of the bank, not only to represent 
the bank but to meet people and discuss on 
an informal basis many questions and 
problems they may wish to discuss, regard-
ing the international activities and possibilities 
in the many diverse fields in which a bank may 
operate. 
9. To draw up and maintain mailing lists to 
d istribute bank publications, etc. for the pur-
pose of informing interested parties and poten-
tial customers of business situations and 
advantages. These publications, newsletters, 
etc. are distributed overseas and at home and 
result in promoting the bank as an international 
service organization. 
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10. To see, interview, discuss matters of 
interest that individuals and groups, 
either on a private or business basis or 
both, may wish to be informed about. 
Often foreign trainees come to a major 
United States bank to study United States 
banking practices in all its aspects in 
order to implement these practices at 
home. Also, foreign study groups such as 
economists, bankers, etc. may request 
meetings with officers of the bank who are 
experts in certain fields. All of these 
requests and arrangements are channelled 
via the public relations man in charge of 
international public relations. 
ll. To assist those customers of the bank who 
are planning to expand overseas on matters 
pertaining to public relations and marketing. 
12. To obtain info:rmation on diverse subjects 
which may be useful to a bank officer, a 
customer, or just someone requiring information. 
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13. To rr~ake all necessary arrangements and 
inform the right people, which may or may 
not include the press, radio and television 
locally and abroad of special events, such 
as tre bank president1 s visit to a foreign 
country, business symposiums, meeting s, 
luncheons, etc. When, for example, the 
President of the bank travels abroad, the 
public relations officer may prepare and 
assist him in his various public relations 
activities by taking care of contacts with 
media, preparing press releases, etc. 
Prerequisites for an International Public Relations Expert in 
Banking: 
l. To familiarize himself with the Bank's 
international department's plans to assess 
their public relations implications before 
these plans are acted upon. 
2. To gather and discuss material to be used 
in both internal and external communications 
from the point of view of public relations 
princip les and international activities of the 
bank. 
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3. To have a thorough knowledge of the 
policies of branches in each individual 
foreign country, the reasons behind them 
and the attitude of the public towards 
United States banks, etc. 
4. To have a thorough knowledge of the 
United States government's policy towards 
each individual count ry. 
5. To have a thorough knowledge of the main 
economic interests of each country, i. e. 
in Latin-America it is aid and assistance 
for economic development, in Europe the 
Common Market, etc. 
The Presid ent of t he bank and the Chairman of the Board of 
Directors, being usually well-known figures in the financial world, 
have a great public relations value, of which everyone is fully aware. 
Therefore, any activities that they may undertake, be it in business 
or in private life have widespread repercussions. These activities 
may or may not be publicized via regular public relations chanels, 
but regar dless of whether they are o r not, they are carefully prepared, 
and the information which travels by word of mouth (via the grapevine) 
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by private, business and government contacts is an unspecified 
public relations function both on the national and international level 
from which considerable benefits may be derived. 
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6. Special Projects 
The responsibilities of this section are of an ad hoc nature, 
they are various and undefined. This section takes care of unforeseen 
activities and events such as fulfilling the necessities of various 
departments for movies, special booklets, art programs and 
any other miscellaneous functions which cannot be justifiably 
categorized under any other section. 
CHAPTER ill 
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2) Advertising is paid for~ public relations is accepted, 
if approved and considered important enough, through mass communica-
tion media. 
While the immediate goal of advertising is to sell the product 
itself, such is not the primary objective of public relations. The two 
fields of action are interrelated in the sense that both try to promote 
business but from a different point of view. Marketing is the necessary 
test which helps public relations and advertising in the fulfillment of 
their purposes. 
Because of the similarities existing between certain aspects of 
public relations and advertising, a review of bank advertising during 
the past three decades may be useful. 
In the last thirty years 1 there has been a gradual change in the 
attitudes management has had toward advertising. At one time, bank 
management looked upon advertising as an expensive luxury. Today, 
however, the top management of most progressive banks is favorably 
disposed and even sometimes enthusiastic about advertising. The 
I 
reasons for the bankers change of attitude toward advertising differ 
somewhat from the reasons given for the change of mind toward 
public relations ( cfr. Chap. I) The differences are due to the divergent 
means and purposes that characterize the two fields. 
Some justifications for the change in advertising policy are: 
1) The Second World War and the resulting change in the 
American economy. 
2) The decentralization and movement of industry which 
brought business and individuals from large cities to 
other parts of the country with a parallel shift in 
bank deposits. 
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3) The need to seek new markets to maintain deposit levels. 
4) The industrial boom of World War II which raised family 
income to levels at which the public became a prime market 
for banking firms. 
5) The increasing competition between banks, brought by 
the institution of new local branches and the introduction 
of better and more services both nationally and internationally. 
6) Surveys made by banks which reflected generally a direct 
relationship between advertising and selling. 
7) The lack of contact between banks and the general public. 
As a result, a large segment of the American population 
was suspicious of banks, as it is natural for man to suspect 
things with which he is not familiar. This shift was illustrated 
by a series of Gallup polls which began in 1936. Gallup asked 
a typical cross section of the American public the following 
question : n Do you think that the U. S. Government 
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should or should not own the banks ?" The first survey 
showed that 36% of the public favored government ownership 
of banks 1 and no doubt there was a fair percentage that did 
not have an opinion on the matter or did not care. Since 
banks began to advertise., change their policy and humanize 
their business 1 the percentage of the public favoring govern-
ment ownership of banks dropped to about 14o/o. During this 
period advertising expenditures 1 as reported b y the 
American Bankers Association, rose from an average of 
$20, 000 per bank in 1946 to an estimated expen diture in 
1960 of more than $180" 000 per bank. Bankers have 
been learning fast that it pays to advertise. 
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Should Public Relations and Advertising be in the Same Department ? 
The question is difficult to answer because it may depend on a 
lot of variables. It depends on the type of company, and on the type 
of product it is selling. It depends also on the mentality of the officers 
in charge - some are very good marketing and advertising men who 
are sales minded and not at all public relations minded, or the reverse 
may be true. 
In industry the two departments are often separate because of 
the character of advertising, which is generally and nearly exclusively 
the advertising of THE PRODUCT which is for sale. The continual 
change of design and style of products, improvements, innovations, etc. 
require a very specialized advertising department which is not only 
thoroughly acquainted with the technical aspects of a product, but 
which can also translate these technical features into advertising 
language. Advertising language is specialized because I) by necessity 
the layman must be able to understand it in order to buy and 
2) it must be appealing and attract attention so the potential client 
will want to buy the product. The advertising of cars, sewing machines, 
tooth paste may be taken as examples. The advertising departments of 
firms which sell 1 productsr are only to a small extent preoccupied with 
the selling of intangibles such as a corporate image or the principles 
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with which such a firm may wish to identify itself. 
However, in a service organization like a bank, the public 
relations - advertising .. marketing functions are so closely related 
that 1 you can 1 t have one without the other. 1 In promoting something 
abstract such as a service, more often than not one will find a 
well mixed blend of advertising and public relations techniques 
combined in a successful program. Advertising banking services 
represents more than a straight sales function. Bank advertising 
must also take into consideration the aspects of the corporat e image 
of the bank which are conveyed to the public via public relations 
functions. 
In American banks, advertising and public relations have been 
joined in the same department, occasionally joined by a special 
division for marketing. The reason for this is that market research 
customers' analysis helps orient public relations and advertising 
in order to decide how to approach the public and develop procedures 
to obtain new and better business. 
Generally speaking, for philosophical and practical reasons, 
public relations, advertisin g and/ or advertising marketing are 
separate sub-divisions of the same departmen t under the over-all 
jurisdiction of the same person. If marketing is in a separate 
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department, this section will have to work very closely with 
the public relations -advertising department. 
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Does Advertising Report to Public Relations ? 
Normally, and certainly in the banking field, advertising 
has to report to public relations. If it doesn't, it should. Advertising 
has to reflect the image of the company in a favorable light, in addition 
to the product ( i.e. services in banking) that it advertises, and there 
must be cooperation between the two branches. Conversely, public 
relations must be informed what products (or services) advertising 
is most interested in bringing to the attention of the public. 
Since public relations has basically nothing to do with what to 
advertise, how intense an advertising campaign shotil.d be, and when 
and how often an ad should appear, in fudustrial firms the link between 
these two departments may not be so strong. In banking, however, 
public relations has to make sure that the advertising department 
follows closely the trends of the public relations department's goals 
and the company's spirit, because banks advertise more of an image 
than a product, i.e. they sell services and attitudes ( an integral part 
of the corporate image). Furthermore, the design and style of adver-
tising must harmonize with the basic concepts of public relations 
in banking. Therefore, bank advertising, while it functions independent-
ly from public relations, maintains a close contact with public relations, 
and at all times tries to stay in harmony with the concepts which are 
being promoted by the public relations department. 
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overworked and consequently prefer to substitute the term "corporate 
identity" which they find more appropriate. This means the sum total 
of impressions the public gets about a particular institution ; that 
is, a combination of what the public sees, knows and believes about 
a company and its operations. Some banks have attributed to the 
corporate image a special virtue and qualities it does not necessarily 
have. It is not a panacea for everything. Again, some banks have 
gone too far in their practical concern with external appearances. 
The corporate image or identity is not a companyts most 
important product ; it is instead a valuable backdrop against which 
to sell a product or service. It is impossible to separate one's 
services or one's products from one's reputation as a corporation. 
This is one of the most important activities of the public relations 
expert ; that is, to create both a true and favorable impression of 
the company in the mind of the public. This element of truth in the 
realm of public relations brings to mind the famous statement of one 
of the great presidents of U.S. A. --Abraham Lincoln, September 8, 
1858- "You can fool all the people some of the time, and some of 
the people all the time, but you cannot fool all the people all the 
time. 11 Therefore, information should essentially be based on the 
truth; false information destroys confidence in the source of the 
information. 
M c:J.ny companies have a contr ol department used for several 
purposes -- financial control; staff supervision; production control 
and market control. H owever, there are few companies who, to 
protect their corporate image, check and control the truthfulness of 
the information which is circulated about them. 
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Banks Public Relations Problems in Creating and Improving the 
Corporate Image. Are They Different From the Problems of 
Other Companies ? 
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Banks 1public relations problems regarding their corporate image 
do n ot differ basically from those of any other large enterprise with 
the one excepti on that the banks probably have many more of these 
problems because they have greater contact with the public. 
Every individual, every group and every individual or commercial 
firm is a potential customer for a bank. They have different needs and 
seek different services; therefore, a bank must both be and try t o a ppear 
like many different things at once, 
Banks wish to seem like large banks to their corporate customers; 
a n d like small cozy banks to their family customers. To their local 
customers they wan t to look like a local bank, while to customers who 
manufacture and sell nationally and overseas they wish to appear like 
a national or international institution, 
Even when banks are offering their services to the same group of 
customers they appear to be dichotomous in their aims. For example, 
on the one hand they encourage deposit accounts and ask people to save; 
a nd, on the other hand, they encourage loans and ask people to spend. 
Banks appear to be talking out of both sides of their mouth at the same 
time and they do this double -talking in the same media of communication, 
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It is natural that the public should be confused concerning a bank's 
true corporate image. All this division of motivation and role tends 
to point up the difficulty banks have in presenting themselves to the 
public. Banks must basically attempt to reach the public via human, 
moral and cultural approaches. The particular approach must be 
tailored to the group the bank wishes to reach. Apropos of this, 
Arthur Hemminger, Vice President of Public Relations of the First 
National Bank in St. Louis says: "Good public relations programs should 
begin with groups, not with the general public. Programs designed 
to appeal to the community in general usually end up appealing to 
no one in particular. " 
Is the "Basic Theme" Valuable in the Building of a "Bank's 
Corporate Image"? 
Banks have conducted many surveys which show that the 
63 
building and the spreading of a corporate image can be helped greatly 
by a good public relations program developed on a basic theme. 
In 234 B. C. Marcus Cato knew the power of a basic theme 
but he was unable to appreciate the progress of his idea 11 Delenda est 
Carthago" - 11 Carthage must be destroyed. 11 It got results, Carthage 
was destroyed. 
duPont knows the power of a basic theme. Every year that 
company makes a survey to determine how the public reacts to it. 
These investigations began in 193 7 when duPont adopted the theme 
"Better things for better living through chemistry. 11 At that time 
people still referred to duPont as "merchants of death. 11 In 193 7, 
the percentage of favorable responses was only 47. Twenty years 
later, in 1957, the survey showed that 81% of the people were for duPont. 
General Electric, many other industrial companies and large 
banks are also aware of the importance of a basic theme for their 
public relations program. 
The First National Bank of Boston has for a long time used the 
slogan: 11 You've got a friend at the First. 11 
The First National City Bank of New York came up with, 
11 Remember at the First National City you come first.'' 
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· The Chase M anhattan Bank just changed its slogan " You have 
a friend a t Chase M anhattan" to "Remember, you are the friend at 
Chase :Nlanhattan." 
The basic theme has to meet different requirements: 
a) It mus t dramatize the bank's most compelling selling messag e. 
b) It must appeal to all customers of the bank. 
c) It must lend itself to visual presentation. 
d) It must be distinctive, easy to remember, simple and cat chy. 
This theme must be broad enough to apply t o everybody and 
be able to reinforce in value the general ideas developed by banks, 
such as: 
Convenien ce: which is very often relative and dependent 
on living or working conditions. 
Service: very few banks are promoting particular services. 
Experience and reliability: all banks are supposed to share 
these virtues . 
Size: this elemen t is important only for a few large banks. 
In ot her words 1 specialists believe that a person selects a bank 
principally on an emotional basis. People bank with one bank in prefe r e n ce 
to another because they "like doing business with them." They like the 
• 
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people they deal with; they like the way their checking account is 
handled; the manner in which loans are granted; the understanding 
they meet of their business problems and the adaptation of the bank's 
facilities to their ow.a particular needs. 
The public relations campaign and the theme chosen to be 
advertised have to express this emotion, dramatize the relationship 
between the bank and its customers, reach every segment of the 
market - the general public, the businessmen, the legislators, the 
various community groups, etc., and create a true image of the bank. 
Of course, all these various requirements imply the knowledge 
of the exact position of the bank in the public eye and the knowledge 
of the public's needs. 
<3HAPTER IV 
CHAPTER IV 
THE IMPORTANCE OF THE "CORPORATE IMAGE" 
"The experience of American business in recent decades 
h as clearly established the fruitfulness of m aking a good corp o r ate 
impress ion. But it has also become clear that corporations can 
go overboard in the effort to make other people like them and that 
this can do considerable harm. The exaggerated prominence which 
the word image has achieved in our vocabulary suggests that we may 
be going too far in our practical concern for external appearances 
and that sound business considerations (as well as human, m oral 
and cultural considerations) warrant a reevaluation of the basic 
approach to public relations as practiced in our society. 11 5 
T here has been a lot of talk about "corporate image", a great 
deal of discussion and a good deal of confusion. There seems to be 
real d ifficulty in defining what ''corporate image 11 really means. 
One astonishingly honest definition was given by an important delegate 
to the American Marketing Association's Seminar in 1958:--"I don't 
know just what 'corporate image' is but I am sure it is very important. 11 
A great deal of time has been devoted to debating the value 
of the corporate image ve r sus the value of the products and services 
the company offe rs . There is, however, no real need to debate 
because reduced to its simplest terms 'corporate image' consists 
of the sum total of all impressions made by an institution on the 
public. 
Some people think that the term "corpo rate imagett has been 
5 
David Finn ''The Price of Corporate Vanity", Harvard Business 
Review, (July-August 1961 ), p. 135, Vol. 39, No. 4. 
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Is the Symbol Important in a "Bank's Corporate Image 11 ? 
Most banks today chose symbols by which they identify 
themselves . A survey was done by an industrial designers firm 
called 11my kind of bank11 • This study emphasized the importance 
of the symbol in a corporate image asserting that it is as much a 
par t of the general imag e the bank presents to the public as the 
look of its buildings, the character of its personnel or its a d vertis-
ing or promotional activities. 
The findings of the survey indicated the necessity for symbols 
to be clearly and easily relate d to the product or the institution th ey 
denote, and on the necessity of the bank's symbol to connote large-
ness, stability, a high degree of responsibility opened a n e w vista in 
public relations in banking . Surveys showed that the more closely 
the mark resembles its product or some of the institutional 
characteristics, the more closely it can be related to it, and the more 
positiv e its general over -all image tends to be. 
However, the value of symbols may have been overstresse d 
due to personal interest, and it is highly improbable that the symbol 
could play such an important part in the compositi on of a bank's 
corporate image. 
In connection with finance, a symbol is v ery often appreciated 
on a different basis by different people. The real usefulness of a 
67 
mark is to serve as identification. Another purpose is also to create 
a "house spirit". The more a symbol is known, the more its 
employees are proud to belong to the company, and its customers 
refer to it with greater frequency, and everyone furthers its useful-
ness by making it known in pr i vate life. 
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The Bank - Is it a supermarket or a doctor's office or a combination 
of both? 
The image a bank wishes to project depends, of course, 
primarily on its size and its objectives. A large commercial bank 
will wish to appear differently t o the public than a small priv.ate 
bank. The former is largely available t o everyone; the latter is 
only equipped to service a few very larg e accounts. 
One should not be surprised that the public's reaction to the 
aforement ioned two ins t i t utions will be quite d ifferent. The second 
or private bank may very well g ive the confidential appearance of a 
physician's office. 
However, in general, the relations of banks with the public 
are based first of all on confidence . This quality of confidence will 
always tend to give a bank an air of privacy which is also character-
istic of a doctor's office. 
Nevertheless, a large commercial bank needs to reflect two 
images. One image is that of a physician's office; the other image 
may be allied to that of a supermarket. But- -what is actually 
required is a melling of these two imag es so that what finally emerges 
is a banking climate which while abounding in a virtual "supermarket 
of services" still functions with the utmost regard for the individual 
and commercial client's privacy and in effect hand les transactions in 
a confidential manner. 
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In attempting to approach this ideal banks have reserved 
the main floor for largely what might be referred to as 
''over-the - counter 11 or 11 acros s the teller's window'' banking 
operations which are relatively simple. They then reserve the 
other floors for commercial banking which is considerably more 
complex and which usually necessitates counsel by a qualified 
officer of the bank. 
To meet the banking requirements of an ever-increasing 
public banks have expanded their services by providing for drive-in 
banking and parking facilities for their customers. 
It must be borne in mind, however, that with all the bank1 s 
efforts to improve their services to the general public that the 
relatively private commercial banking op erations represent a b out 
85o/o of the bank's total benefits, although the parties to these opera -
tions are comparatively few when compared with the numerous 
over-the-counter customers who, approximately or in general 
represent only 15o/o of the t otal bank1 s revenue. B ut, none the less, 
i t must be remembered that while retail banking does not bring into 
the bank as much income as its commercial operations, it has a 
g reater potential for gaining public confidence f or its commercial 
banking functions. However, the new electronic banking may not 
only speed up retail banking but may also make it more profitable. 
CHAPTER V 
CHAPTER V 
WHY ARE PUBLIC RELATIONS SURVEYS INDISPENSABLE TO PUBLIC 
RELATIONS IN BANKING ? 
The public relations man has to investigate the needs and desires 
of the public and to try to satisfy them. However, he must first understand 
how to appreciate the public needs, how to know more about public opinion 
in order to build a public relations program or an advertising campaign 
and in order to know on which bas is to start. 
Nothing can be done in this field without extensive market research, 
or a public opinion survey. Much money can be lost in any public relations 
or advertising campaign when the results of a well-conducted survey are 
not utilized. Opinion tests are becoming increasingly important in solving 
a lot of problems and are probably of most help in developing businesses. 
One may ask, why are such surveys and tests necessary? Opinion 
tests are quick, relatively inexpensive and give a very exact picture of 
public opinion, The interviewer can, ii he wishes, obtain additional 
information, voluntary comments from the respondent, ask for comments, etc, 
He rna y be able to obtain a wide range of information, Techniques of 
research have been improved over the years and are now taught as a 
scientific discipline in a great many universities. Surveys, ii they are 
conducted by tral.ned people, are not only useful, but very often absolutely 
necessary. 
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Surveys a,re also indispensable in measuring the results of a 
campaign, in appreciating the total effects and strength of a basic 
theme in advertising, and in justifying the expenses of a public relations 
or an advertising program. 
American banks have utilized the survey tech..Tliques on a very large 
scale, and have made use of the techniques through banking associat ions. 
The results of various and numerous surveys have certainly helped them 
greatly in meeting the demands of the public and in establishing their 
public relations policy. 
What Questions Have Banks Asked in Their Surveys ? 
The range of questions asked is, of course, unlimited and may 
depend on the various characteristics of each bank a n d on the direct 
purpose of the survey. However, certain types of questions are current-
ly asked. For example: 
Awareness 
When I say "bank", what bank do you think of? 
Can you tell me the names of three banks in town? 
Would you mind telling me which of the following companies you 
have heard of? 
Which do you think is the best bank in town? Why? (Check the reasons) 
Awareness {cont. ) 
Which do you think is the biggest bank in town? 
Personal Loans 
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If you wanted to borrow some money for personal needs from a bank, 
loan company, finance company or credit union, which bank, loan 
company, finance company or credit union would you go to? 
Personal Checking 
If you have no checking account anywhere and were going to open a 
checking account, where would you go ? 
Depositors 
Does there happen to be a checking account in your name at any bank or 
banks anywhere? If yes, where? 
Customers 
Do you yourself happen to do any kind of business other than with the Bank A? 
Check Credit 
a) Have you heard of a plan that lets a person borrow money from a bank 
whenever he needs it just by writing a check, the total amount of which 
is paid back in monthly installments ? 
b) Do you happen to remember what this plan is called ? If yes, what 
is it called ? 
c) Do you happen to remember what bank has this plan ? If yes, what bank? 
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Criticism 
Is there any bank you would not do business with? If yes, what bank 
and if no, is there anything you don 1 t like a bout any bank? If yes , 
what bank? 
(Asked of those who would not do business with some particular bank) 
Why wouldn't you do business with (bank named). 
(Asked of those who disliked something about any bank) 
What don't you like about (bank named)? 
Check twenty item.s or criticisms presented. 
Which of the following banks (A,B, C,D) have you heard of? Which 
of those heard of would you most like to do business with ? Which would 
you least like to do business with ? 
What do you like about Bank A and Bank B ? 
What do you dislike about Bank A and Bank B (Check twenty items of 
like or dislike) 
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What Do Public Opinion Surveys Conducted by Banks Show ? 
The American public is in general satisfied with the service 
provided by banks . Americans are mostly interested in convenience 
and in variety and quality of services. The common bank cust o me rs 
are not really very interested in banking rates other than savings or 
loan interest rates. The American public does not seem to attach 
particular attention to the image of the friendly banker. The banker 
is expected to be courteous and helpful. The bank's personnel is 
considered to be of good standing and in general, well-educated. 
A majo :r survey has been made by the Massachusetts Bankers 
Association i n order to establish a new policy of public relations. 
The r esults show that the people as a whole feel well served by banks. 
The following figures give some indication of the public support of banks. 
71% of the respondents report having savings accounts 
36% of the respondents report having checking accounts 
32% of the respondents are making payments on a mortgage 
3 5% of the respondents have made installment payments to 
one or more Massachusetts banks within the last 
three years. 
44% of the respondents are classified as "depositors and 
borrowers. 11 
74% of the respondents consider banks very pleasant to 
deal with. 
It seems probable that these favorable percentages are the 
result of the large expansion of 11 retail" services by banks, expansion 
in which commercial banks have played a major role. 
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However, the public is moderate in its judgements concerning 
the progressiveness of bankers, the caliber of people who go into 
banking and bank earnings. 
The most general criticisms concerned the following points: 
Banks are not open at convenient times 
Rates and charges 
Banks are not as progressive as other businesses 
Insufficient credit is given to banks for their participation in. 
the economic growth of J:vlassachusetts 
Insufficient ratings are accorded banks as corporate citizens 
as far as their participation in community affairs is concerned 
Reputation of banks as employers 
The attitude of the young (21-31 years) appears to be less favorable 
to banks than is desirable. This may be in connection with the id ea, 
'' Bankers are bad employers. 11 Notwithstanding the fact that in recent 
years the average salary of a bank employee is as high as the average 
salary paid by industrial concerns, the general feeling still prevails 
that bank employees are not as well paid as other white collar industrial 
employees. 
One major result of the survey was the evidence of complete lack 
of public knowledge about banking and to a certain extent the favorable 
reaction of the public to the idea of government operation of banks. 
Only 17% of the total public can be classified as having 11 goodrr knowledge 
of banking. The responses to some of the individual questions disclose 
a degree of ignorance which to many bankers may seem incredible. 
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One other major point brought out through the survey was that 
some people get preferential treatment at banks. 
1I'o summarize the findings of surveys made by banks, some 
research done lately has shown that the American public prefers 
bigness and stability, a high degree of reputability, and to a lesser 
degree, friendliness and modernity. The latter two qualities come 
last because they are accepted by the American public as regular 
features of American banks. 
On the whole, the surveys show: 
1) Some common positive aspects in the public's attitude 
toward banks. 
a. The stability of banks - Federal and state legislation 
provides the maximum security for depositors giving 
them confidence in the stability of banks. 
b. The high prestige attached to banking institution s -
The prestige of the banker results, of course, from the 
important role he is playing in the economic life of the 
community. However, in the United States, the prestige 
of the banker in small communities and in certain measure 
in large towns, is based on his participation in community 
affairs. The banker is not only a financial leader but also 
a man of community affairs. In many towns, the banker 
takes part in activities close to the heart of the community. 
This place of importance in outside affairs is also 
held by very large American banks at the national and 
even international level. 
2) Some common negative aspects in the public's attitude 
toward banks. 
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a. The surveys have shown that the public has an appreciable 
lack of information about the banking business and bankers. 
No N ew York banks have achieved a level of public 
familiarity or favorability comparable to that of leading 
local chain and department stores and utility companies. 
b. The feeling that rich or important people are getting 
better treatment. The question arises whether or not this 
general feeling is reserved to banks. This attitude may 
be the reflection and the projection of some people who 
feel discriminated. against. It is difficult to make sure if 
this feeling causes an inferiority complex or is the 
result of such a complex. At any rate, such feelings will 
appear more often in small towns and small communities 
where the customers are touchy and know each other 
well. It does not appear in large cities. 
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What Could be the Result of the Bank's Surveys for Public Relations? 
Bank's surveys revealed that although banks in the United States 
are looked upon in a more favorable manner than in other countries, 
a large amount of work still has to be done to try to educate people 
about banks and bankers. 
Public relations are the best tool at the disposal of banks in their 
relations with the general public at all levels, and while they hold an 
important place in the banking community today, they are bound to 
assume a still greater role in the future, 
SUMMARY A ND RECOMMENDATIONS 
'S l.J1\~~MARY A ND RECOM ME NDATIONS 
1. Public Relations is a top management function and, therefore, 
the chief Public Relation s officer should report directly to the 
President and should participate in management meetings when 
basic policies which may have Public Relations implications 
are discussed. 
2. The current use of a large amount of glass in the architecture 
of American bank buildings not only serves the purpose of 
being attractive but also tends to dispel a great deal of the 
secrecy and furtiveness often associated with banking opera-
tions. The glass enables the bank to figuratively invite the 
onlooker 11 to see what is going on tt and is a symbol of the 
new outlook in banking. 
3. Good public relations begins at home. This means 
that every employee has to be an ambassador of good will for 
the bank. This is called the ambassadorship program or 
concept. For this reason close relationships have to be 
established between the Personnel Department and the 
Public Relations Department. This is accomplished b y 
having the staff officers of the Personnel Department attend 
the committee meetings of the Public Relations Department 
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when the question of ''home~' or 11 internal" public relations 
are discussed and policies adopted. In this respect, the 
"House Organ" can be an important instrument in giving 
the employees a feeling of belonging. 
4. Management should reconsider its policy concerning secrecy 
about its affairs and be more concerned about the truth. 
(Due considerations should of course be given to confidential 
relations with customers.) · 
5. Public Relations are more important for banks than for 
manufacturing industries inasm\].ch as the bank deals in 
services rather than in a product. Therefore, the manner 
in which a service is offered is extremely important to the 
prestige of an organization. 
6. The role of international public relations is growing in its 
economic and political aspects. European banks have been 
organized on an international basis for a long time but have 
not availed themselves of the latest methods of international 
Public Relations. 
7. Retail banking may not be as profitable as current commercial 
banking but it has greater potential for earning public support 
for a private banking system. The innovation of electronic 
banking makes retail banking more practicable and perhaps 
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it will make it more profitable. 
8. In banking, advertising should generally be subordinate 
to Public Relations because the advertising themes used 
must conform to the lt corporate image of the bank." 
9. Top bank officers should be members of important 
business and social associations as a part of the 
Community Relations Program. 
10. Since banks are an important source of news through the 
Public Relations Office they have to maintain close contacts 
with the press and other mass media. Many press 
releases are sent out; many press conferences are held; 
and many telephone inquiries are answered. 
11. Banks have to make a supreme effort to find a person 
who is not only well informed in business procedure but 
also possesses the knowhow of public relations and 
advertising. This person must also be imaginative, 
creative and possess the necessary personal qualifications 
of a good contact man. 
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